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Introduction

One of the greatest needs of managers of small businesses
is to understand and develop marketing programs far their
products and services. Small business success is based an
the ability to build a growing body of satisfied customers.
Modern marketing programs are built around the “markel-
ing concept” and performance, which directs managers to
focus their efforts on idenlifying. satisfying, and following
up the customer's needs; all at & profil.

The Marketing Concept

The marketing concept rests an the importance of cus-
tomers ta a firm and states that: 1] All company policies
and activities should be aimed at satisfying customer
neads. and 2| Profitable sales volume is a better company
goal than maximum sales volume.

To use the marketing concept, a small business should:

1) Determine the needs of their customers [Markel
Research);

2) Analyze their competitive advantages {Market Strategy;

3) Select specific markels to serve {Targel Marketing]: and
4) Determine how to satisfy (hose needs (Markel Mix).

Market Research

[n order to manage the merketing fonctions successfully,
good information about the market is necessary. Fre-

quently. a small market research program, based on a gues-

tion naire given lo present customers and/or prospective
custemers. can disclose prublems and areas of dissatisfac-
tion that can be casily remedied, ar new products or serv-
ices that could be offerad successfully.

Market research should also rnrompass identifving trends
that may affect sales and profitability levels. Population
shifts, legal developments, and the local scunomic situa-
lipn should be monitured 1o enable early identificalion of
prublems and opportunilies. Competitor activity also

should be monitored. Competitors may be entering or leav-
ing the market, for example. It is also very useful to know
what your competitors' strategies are (€., how they
compete].

Marketing Strategy

Marketing strategy encampasses identifving customer
groups (Target Markets), which a small business can serve
better than its larger competitors, and tailoring its product
offerings, prices, distribution, promotional efforts and
services towards that particular market segment (Manag-
ing the Markel Mix). ldeally the strategy should try to
address customer needs which currently are not being met
in the marketplace and which represent adequate potential
size and profitability. A gond strategy implies thal a small
business cannot be all things to all people and must ana-
lvze ils market and its own capabilities so as to focus on s
target market it can serve best.

Target Marketing

Owners of small husinesses have limited resources to
spend on marketing activities. Concentrating their market-
ing efforts on one or & few key markst segments is the basis
of target marketing. The major ways to segment a market are:

1) Geographical segmenlation - specializing in serving the
needs of customers in a parlicular geographical area (for
example, a neighborhood convenience store may send
advertisements anly to people living within one-half
mile of the store).

2] Customer segmentation— identifying and promoting to
those groups of people most likely o buy the praduoct. In
other words, selling to the heavy users before trving to
develop new users.

Managing the Market Mix

There are four kev marketing decision ateas ina marketing
pragram. They are: 1] Products and Servires, 2] Promo-
tion, 3} Distribution and 43 Pricing. The marketing mix is
used to describe how owner-managers combine these four
areas into an overall marketing program.

Products and Services— Effective product strategies for a
small business may include roncentrating on a narrow
product line, developing a highly specialized product or




service or providing a product-service package containing
an unusual amount of service.

Promotion—This marketing decision area includes adver-
tising, salesmanship end other promotional activities. [n
general, high guality salesmanship is a most for small bus-
inesses because of their limited ability to advertise heavily.
(zoad yellow-page advertising is a must for small retailers.
Direct mail is an effective, low-cost medium of advertising
available to small businesses.

Price—Determining price levels and /or pricing policies
(including credit policy) is the major factor affecting total
revenue. Generally, higher prices mean lower valume and
vice-versa; however, small businesses can often command
higher prices because of the personalized service they can
offer.

Distribution—The manufacturer and wholesaler must
decide how to distribute their products. Working through
established distributors or manufacturers’ agents generally
is mast feasible for small manufacturers. Small retailers
should consider cost and traffic flow as two major factors
in location site selection, especially since advertising and
rent can he reciprocal. In other words, low-cost, low-traffic
location means vou must spend more on advertising to

buiid traffic.

The nature of the product/service also is important in loca-
tional decisions. [f purchases are made largely an impulse
(e.g.. flavared popcom), then high traffic and visibility are
critical. On the other hand, location iz less a concern for

products/services that customers are willing to go out of
their way to find (e.g., restaurant supplies). The recent
availability of highly segmented mailing lists {purchased
from Lisl brokers, magazines. or other companies) has ena-
bled small businesses to operate anywhere—and serve
national or international markets.

Marketing Performance

After marketing program decisions are made. owner-
managers need to evaluate how well decisions have turned
out. Standards of performance need to be set up 50 resulis
can be evahtaled against them. Sound data on industry
narms and past performance provide the basis for compar-
ing against present performance.

Owner-managers shautd audit their company's perform-
ance at least quarterly. Lists of things to look for and of
danger signals are given in some of the books recom-
mended in this Bibliography.

The key guestions to ask are:

1115 the company doing all it can to be customer-oriented?

2} Do the employees make sure the customers needs are
truly satisfied and leave them with the feeling that they

would enjoy coming back?

3) Is it easy for the custemer to find what he or she wanis
and at a competitive price?
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U.S. Government Publications

The publications cited in this section are booklets and
pamphlets issned by Federal Agencies and listed under the
issuing Agency. Some are free upon request, while others
are offered at nominal cost.

GPO—Where availability of an individual listing is indi-
cated by “"GPO" (Government Prinfing Office]. the publica-
tion may be ordered from the Superintzndent of
Documents. U.S. Government Printing Office, Washington,
D.C. 20402. When ordering a "GPQ" publication, give the
title and series number of the publication. and name of
Agency. Write the Agency or GPO for current prices.

Small Business Adminstration
Washington, D.C. 20416

SBA issues a wide range of managemen! and technical publications
designed to help owner-managers and prospective nwners of small
businesses.

Listings of currently available publications (1154 and 1158) may be
requested free of charge rom SBA, PO Box 15434, Ft. Worth. TX 76115,

Managemeni Aids (3 lo 30 page leaflets}. Each title inthis series dis-
cusses a specific management practice to help the owner-manager of
small retail. whoiesale, service ur manufacturing firms with their
management problems. Listed in 113A.

Smalil Business Management Series. Each booklel in this series discusses
in depth the application of a specific management practice. The seTies
nivers a wide mnge of smali business subjects. Prices vary. GPO. Listed in
1158,

Bureau of the Census
Suitland, M.D. 20233

Request list of publications from the Census Bureau.

Census af Business for 1982, Retuil— Areg Statistics— U5, Summary.
GPO. Final figures from the 1982 Census of Kelail Trade, includes statisti-
cal totals for each regian. State, city and standard metrupolitan anea —
fabulaled by type af establishment,

Lensus af Marufactuers for 1982 CPOL Five volume repod about
manulaciuring industrics Location of munufacturing plants tabulated by
Stale and counties

Census of Wholesale Treds of 1982, GPOL Two wlume report of
whnlesalers. inciuding geogmaphical breakdowns by States, cilies aver
s000 population. and standard metropnlitan statistical areas.

Census of Selected Serviee Industrivs for 1982 GO Twa valume eport
ol more than 150 kinds of service industries.

Censvs of Populolinn for 15460 GPO Most complets soueee of population
data in the Uniled States. Census is taken avery 10 years

County Business Patterns, 1982 (P{} A series ol publications presenting
first quarter eroplovraent amt payroll stalistics, by county and by industry.
Sepamte reports issued {or each of Lhe 50 States The District of Columbia,
Puerto Rico and oullying arcas of the L nited Statas.

County and City Data Besk. GPO. Contains data for 50 States, 3141 coun-
ties. or county equivalents, 243 SM5As, 330 cities of 23000 inhabitants or
meoe. among others

Statistical Abstracts of the United Stades JAnnual). GPO. A genetal review
of statistical data collecied by tee United States Governmen and other
publis: and private orgamizations. A good source of secandary data .

Department of Commerce
Washington, D2, 20230

Ausiness Stetistics (Hiennial}. GPO. A historical record of the statistics
presented monthly i the Survey of Current Business.

Survey of Current Business (Monthly). GPO. The most curment monthly
and nuarierly statistics on a number of general business and econamic
loprins.

Federal Reserve System
Washington, DC. 20551

Federal Reserve Bulletin (Monthly), Current economis indicators and
analysis of changing financial conditions.

U.5. Department af Labor
Washington, DLC. 20210

Survey of Consumer Expenditures (1977 data updated from 1960-61 suz-
vey). [ncludes comprehensive information about consumer expenditures.

Office of Management and Budget
Washingtan, GC. 20503

Standard Industrial Classificotion Marual, 1972, GO, Gives the defini-
tions of the rlassifications of industrial establishemnents by activity
engaged inand by SIC codes

Nongovernment Publications

These general marketing books were selected tu cover the
full spectrum of marketing and marketing management.
The small husiness management books have good sections
on small business marketing.




General Marketing Books

Chatles E. Merrill Publishing Cn.
Columbus, OH 432146

Direct Marketing. 1086, Katzenstein, Herbert, and William 5. Sachs

Goodyear Publishing Company
15115 Sunsel Boulevard
Pacilic Palisades, TA 90272

Marketing Principles, Enis. Ben M.

Houghton Mifftin Company
Cne Bracon Sieeat
Boston, MA 2 UF

Maorketing: Bosie Concepts and Decisians Pride, William M. and (3.1
Ferrell.

Irwin, Richard D.
1814 Ridge Ruad
Homewood. IL 60430

Basic Marketing: A Managerial Approgch MoCarthy, B Jerome. and
William U. Peacreault, fr.

Prentice Hall, Inc.
Englewnod Cliffs, N (o

Marketing Manngement: Anelysis Planning and Contrel. kitlec Philip.

Small Businaess Books

Business Publications, Ine.
4347 So. Hampton R .. Suite 210
Natlas. TX 75224

Small Uusiness Monggement Praciples. 1085 Sondeno. Stanley H.

Sercessfud Small Business Muonugement . late, CartisE. 1.0
Megginson. R Seatt.and L. R. Trueblowd.

Houghton Miffllic Company
(lne Beavon Stoeet
Hoston. MA 02307

Semoil Business Moragement: A finda iz Emeprereiucship, Siropolis
MNichalast..

McGraw-Hill Book Company
1221 Ave. of Lhe Americas
MNew York, MY 0006

smedl Husiness Manopenent Fusdamenials Steinhoff, Dan.
Wadswaorth Publishing Company
10 Dyavig Nrive

Belmaont. U a2

Small Ausiness Monagement: Bssentiols af £nfrepreieursnip klate
LA Tl e AL

Magazines and Journals

The [nllowing magazines and journals publish many adicles iothe
marketing ared that can be usefu] for business people.

Advertising Age. Weekly. Crain Communications, 0 Rush 51, Chicago,
IL 6U&1L. Weekly news of advertising agencies. campaigns and current
issucs in advertising.

Busiress Week . Weekly. Mclraw-11ill, 1221 Avenue of the Americas, New
York, MY 10020, General magazine for businesspeople. Frequent articles
are carried sbout practical marketing decisions in a variely of industeial
situations

Industricd Marketing. Monthly. Crain Communicatinns, 740 Rush 51,
Chicago. IL 60611, Specialized maguzine lur industeial advertising situa-
tians. Frequently puhlishes for various industries.

Jnurnc! of Hetailing. Quarterly. New York CUniversily, 202 Tisch Hall.
Washington Square, New ¥ork. NY 10003 Publishes articles on various
mtailing topics, as well as book reviews and research studies

Muodern Packaging. Monthly. MoCraw-11ill, 1221 Avenue of the Americas,
New York 10020, Presants articles on annual packaging trends as well as
new packaging developrents,

Progressive Grocer, Monthly. The Butterick Division, American Can
Curnpany, 208 Third Avenue, New York. NY 107 Describes current mer-
¢handising trends in retail food stores, and issues an anoual report an the
grocery industry each year.

Suies and Marketing Manogement. Semimonthly Saies and Marketing
Management, [nc. 633 Third Ave.. New York, NY 1007 Many aricles
address sules management problems. Subscriptions includes the annual
*Survey of Buying Power” which estimates buying power inthe United
Slates baged upon population, income. aod retail sales.

Markeling Associations

Many smail businesspeople inleresled in marketing activities should be
aware of the follow ing associations. Fora more exhaustive list of associa-
tions see the Fnevelopedio of Amaricun Associanions, availahla at most
libraries or universities.

American Advertising Federation. 1225 Connecticut Ave., KW, \Washing-
toarn, 1060 20036, Membership comprises people in advertising agencies,
media, and advertising managemenl, whe seek o further the understand-
ing of adveruising.

American Marketing Association. 222 South Riverside Plaza, Chicago,
IL 60606 Vembers generally come from marketing management,
reseatrhers, and educalors. The principal obiectives are 1o disseiinale
knowledge abust marketing and to foster additional research o the mar-
keting discip.ine,

National Assocation nf Purchasing Management. 11 Park Place. Mow
York, NY 10017 Primarily composed of punchasing agenls and other types
of buyers, wha are inlerested ioibe dissemination of informatinn about
efficient pumhasing management.

Sales and Murketing Execulives International. 150 Lexinglon Avenue,
Mo ¥ork. WY 10117 {Jne of the largest markeling associations, wilh




members primerity from sales and marketing management. Holds fre-
quent seminars, workshops, and clinics throughout the United States.
Local Sources

Frequantly overiocked by owners of small businesses are the inexpensive
sources of marketing infarmation at the local level. These local sounces
are sometimes the besl places to start in seoking marketing information.
Local Libraries

Local Chamber of Commerce Difices

Local Universilies

Lucal Cidy and County Governments

Field CHficas of the Small Business Adminstmation

Field Offices of Lhe 1 75. Departmenti of Commerce
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